The Effect of Advertising Cues on Consumers' Recall Rate of Celebrity Endorsements
To determine if recall of celebrity advertisements is dependent on the type (celebrity or brand name) or number (one or two) of advertising cues, participants were randomly assigned to 1 of 4 conditions. The celebrity condition considered recall of brand names when given the celebrity cue (s) , and the brand-name condition examined recall of celebrity endorsers when given the brand-name cue (s) . No difference was found in recall based on type or number of cues given. However, male celebrities were recalled significantly (p = .001) more than female celebrities. Also, male participants recalled male celebrities better, and female participants recalled female celebrities better (p < .001) . Results are discussed in terms of congruence between the celebrity and the product being endorsed.
I N AN ATTEMPT TO MAKE THEIR PRODUCT STAND OUT
in the blurred flash of information bits between television program cliff-hangers, advertisers use catchy slogans, cute kids, humorous situations, and celebrities. Celebrity endorsements are popular because advertisers can capitalize on an actor's unusual movie and television character traits, an athlete's strength or grace, a singer's signature style, or a comedian's creative outlook on life. The assumption is that consumers will relate celebrities with the brand name(s) they endorse. Is the celebrity endorsement really effective? Previous research suggests consumers have a higher recall rate for celebrities who are similar to the brand name they endorse (Kamins & Gupta, 1994; Misra & Beatty, 1990) . Also, consumers can remember that particular celebrities endorse a product and that certain brand names have celebrity endorsers, but consumers cannot relate the celebrity and brand name(s) correctly (Tripp, Jensen, & Carlson, 1994) . However, several questions remain unanswered by previous research. How do consumers relate a celebrity to the brand name(s) they endorse? Is the brand-name recall dependent on the celebrity or is the celebrity recall dependent on the brand name? The present study attempts to answer these questions by isolating the direction of the relationship between type of cue and recall in advertising. The general purpose of advertising is to persuade people to purchase a product or service. Kahle and Homer (1985) designed a study to test the effects of product involvement, physical attractiveness, and likability of the celebrity on recall and recognition of the brands, purchase intentions, and attitudes toward the product's impression. Involvement reflected whether an item or event had an important, a slight, or no impact on an individual. Involvement was manipulated by promising a high-(disposable razor) or low-(toothpaste) involvement gift to the participants. The disposable razor constituted a high-involvement item for participants because the manipulated advertisement was a razor advertisement. Also, involvement was increased when participants were told the test product would be released in their area versus in another part of the country. Kahle and Homer found that in conditions with both high involvement and a physically attractive celebrity the recall was higher than in conditions with only low involvement and an unattractive celebrity. Interestingly, there was a parti-cipant sex interaction for likability. Women recalled more when both high involvement and likable celebrities were present; whereas, men in the high-involvement condition recalled more with an unlikable celebrity. It is arguable the Kahle and Homer study was confounded because the attractive celebrity was matched with an attractiveness-related product (disposable razor). Kamins (1990) addressed this confound and concluded a physically attractive celebrity has an advantage over a physically unattractive celebrity only when the product endorsed has a high level of attractiveness.
Moreover, Friedman, Termini, and Washington (1977) demonstrated that any type of spokesperson is better than no spokesperson at all, and celebrities generally are better than noncelebrities for increased public knowledge of a product (Freiden, 1984; Friedman & Friedman, 1979) . Also, celebrities were rated more trustworthy, attractive, and competent than noncelebrities and showed a greater impact on younger (13-to 17-year-old) consumers compared to older (18-to 77-year-old) consumers (Kahle & Homer, 1985) .
Even when noncelebrity conditions are separated into expert, company president, and typical consumer, celebrity endorsers are still more effective on increasing public knowledge and endorsement recall (Freiden, 1984; Friedman & Friedman, 1979) . Freiden found different attributes applied to different types of endorsers. For example, celebrities were rated highest on likability, but experts were rated highest on knowledge. Friedman and Friedman (1979) also tested spokesperson type (celebrity, expert, typical consumer, and control) against product types. Overall, the participants' believability rating of the advertisements depended on the specific pairing of spokesperson and product. These findings lend support to the idea of congruence between spokespersons and the products they endorse.
Congruence involves a match between the spokesperson's occupation, appearance, or personality trait and the product's image or use. Kamins and Gupta's (1994) results showed a celebrity plus a congruent product equals a significant increase in believability and attractiveness above a noncelebrity. Misra and Beatty (1990) matched false products with characteristics that were similar, dissimilar, or indifferent to the celebrity's image. They found recall rates were higher when the celebrity and brand name were similar or congruent. The results were the same for immediate and delayed (1 week) recall. However, according to Kamen, Azhari, and Kragh (1975) , an incongruent celebrity may not ruin an advertisement campaign. They found incongruence decreased with increased pairings of the celebrity with the brand name over time.
Despite the advantages of celebrity endorsers, advertisers must be careful not to overexpose consumers to one celebrity endorsing a variety of products. Tripp et al. (1994) studied the effectiveness of celebrity multiple-product endorsements and found celebrities who endorsed fewer products (one to two) were rated higher on trustworthiness, likability, and expertise than those who endorsed more products (three to four). Also, favorable attitudes toward the advertisement (not brand) and intent to purchase decreased with increased exposures. Tripp et al. conducted a follow-up study to learn more about the association between celebrity and brand name. Using open-ended questions, the authors conducted interviews with 10 participants from the original study. Most of these individuals could remember either the celebrity or the brand name but not both.
The present study focused on an area that was not explored in the Tripp et al. (1994) study: whether the type of advertising cue (celebrity or brand name) or the number of advertising cues (one or two) would have an effect on consumers' recall rate of celebrity endorsements. Because of the increased use of celebrity endorsers by advertisers, it was hypothesized that the celebrity advertising cue would receive a higher recall rate than the brand-name advertising cue. Also, it was hypothesized that participants given more information or cues (one or two) about the celebrity endorsement would have a higher recall rate. One cue consisted of only the celebrity name or the brand name of the product. Two cues were composed of secondary information about the celebrity cue (i.e., television show or sports team affiliation) or the brand name (i.e., product category).
Method Participants
The participants were 199 students (119 women, 80 men) who volunteered to complete the survey during class time. The participants were a convenience sample enrolled in various lower and upper division undergraduate classes in a midsized southern public college during the spring semester, 1996. The sample was racially composed of 84.4% White, 12.1% Black, and 3.5% other, and it contained 25.6% freshmen, 25.6% sophomores, 22.6% juniors, 25.6% seniors, and .5% graduate students. Participants' ages ranged from 17 to 48 (M = 23.20, SD = 6.66), and participants watched from 0 to 100 hr (M = 13.9, SD = 11.26) of television per week. The participants were randomly assigned to one of four conditions: celebrity, celebrity-occupational, brand name, or brand name-product. Note. For the celebrity condition, only the celebrity column was given to participants. For the celebrity-occupational condition, only the celebrity and occupational columns were given to participants. For the brand name condition, participants were given only the brand name column. For the brand name-product condition, participants were given the brand name and product category columns.
Materials
A pilot study was conducted to determine the celebrities, brand names, and occupational cues that would appear on the final survey. Prior to the pilot study, a list of celebrities, their occupations, and brand names they endorse on television was generated by the experimenter. Only current endorsement campaigns and well-known celebrities were included on the pilot survey. During the pilot study, 60 participants (33 women and 27 men) were approached at various locations on campus, asked to read informed consent statements, and randomly assigned to one of three conditions: celebrity pilot, brand name pilot, or occupational pilot. Participants were asked to indicate (yes or no) whether they recognized the names of 47 celebrities, 38 brand names, or 26 occupational characteristics of celebrities (i.e., television shows, movies, and sports teams). During analysis of the data, six responses were eliminated because of unanswered or contaminated data. Across all conditions, the 21 items that reached a 75% recognition rate were included on the final survey.
A survey was constructed for the present study to measure the effects of advertising cues on the recall rate in a celebrity and brand name condition consisting of one or two cues. Participants were given the names of 20 celebrities (e.g., Candice Bergen) for the celebrity condition or 20 celebrities and a cue that related to their occupation (e.g., Candice Bergen and Murphy Brown) for the celebrity-occupational condition and were asked to provide the brand name the celebrity endorsed. See Table 1 for celebrity and occupational cues used on the questionnaires. Participants were given 20 brand names (e.g., Sprint) for the brand name condition or 20 brand names and product categories (Sprint and phone service) for the brand name-product condition and were asked to name a celebrity who endorsed the brand name. See Table 1 for brand names and product categories used on the questionnaires. Participants could receive a recall score from 0-20, with a larger number score representing a higher recall rate. 
Procedures
After the informed consent document was read, the surveys were randomly assigned to participants. On the first page of the survey, in all conditions, participants were asked basic demographic information and television viewing habits. On the second page of the survey, the directions instructed participants to fill in the missing brand name or celebrity from a currently running campaign. Deion Sanders of the Dallas Cowboys endorsing the cereal Wheaties was given as an example. All participants completed the survey within 15 min. Participants were debriefed after all surveys had been collected.
Results
The two hypotheses were analyzed in a 2 × 2 (Type of Cue [celebrity or brand name] × Number of Cues [one or two]) between-subject factorial design. Because there was no main effect for type of cue, F(1, 198) = .146, p = .70, the hypothesis that the celebrity cues would receive a higher recall rate than the brandname cues was not supported. Because no main effect emerged for the number of cues, F(1, 198) = .102, p = .749, there was no support for the hypothesis that two cues would receive a higher recall rate than one cue. Likewise, the interaction between the type of cue and number of cues was not significant, F(1, 198) = 1.285, p = .258. The mean recall across all conditions was 5.261 (SD = 2.901). See Table 2 for mean recall for type and number of cues. During analysis of the data, 34 items (less than 1%) were eliminated because the responses could not be scored as correct or incorrect.
An effect due to participant sex was not anticipated but was found after data analysis. The celebrity conditions were collapsed and were analyzed using a repeated-measures analysis of variance (ANOVA) to test for recall differences due to the celebrity spokesperson's sex. Participants recalled male celebrities (M = 2.86, SD = 1.87) significantly more than female celebrities (M = 2.32, SD = 1.86), F(1, 97) = 12.34, p = .001. Also, male participants recalled significantly more male celebrities (M = 3.63, SD = 2.11); whereas, female participants recalled significantly more female celebrities (M = 2.58, SD = 1.90), F(1, 97) = 21.82, p < .001.
Due to the nature of the celebrity questionnaires, the number of male and female celebrity advertisements participants were able to recall was fixed. The brand-name questionnaires allowed flexibility in the number of celebrity endorsements recalled because participants were required to name the celebrity who endorsed the brand name, and it was possible that male and female celebrities endorsed the same brand name (i.e., Phylicia Rashad and Ahmad Rashad endorsing Pop Secret popcorn). In all, 30 individual celebrities were recalled. The 5 most frequently recalled celebrities constituted approximately 50% of the total recall, and the top 10 recalled celebrity endorsements accounted for approximately 80% of the total recall. Due to the low percentage of recall for the other 20 celebrity endorsements, only the top 10 celebrities recalled are listed in Table 3 .
Discussion
The results of the present study indicated comparable recall rates regardless of type of cue (celebrity or brand name) and number of cues (one or two); therefore, the research hypotheses were not supported. Overall, participants' recall of celebrity advertisements was very poor. Across all conditions, only 25.8% of the celebrity endorsements were recalled correctly, and only 4% of the participants had recall rates above 50%. These results mirror Tripp et al.'s (1994) findings that advertising cues were not important because most participants could recall either the celebrity or the brand name, but they could not relate them correctly.
Overall, participants recalled more male celebrity endorsers than female celebrity endorsers. they finished the questionnaires at different rates, and those who finished early talked amongst themselves. This interaction may have masked a difference between the conditions. Also, this study is different from most other studies on celebrity endorsements because it dealt with actual brand names and television celebrity endorsements and not laboratory mock advertisements. This feature made the study more externally valid. In other experiments, the mock advertisements were shown to participants as part of the experiment. If, as part of this study, the participants had been exposed to the advertisements and then asked to recall the celebrity or brand name, the results could have shown a significant difference between the conditions. In addition, this study utilized verbal cues, but other studies have used visual stimuli. If pictures had been utilized, a difference 
Freiden (1984) found that, overall, the sex of the endorser was not statistically significant, but male endorsers were rated higher than female endorsers on attitudes toward the advertisement (i.e., informative and interesting) and specific characteristics of the endorser (i.e., trustworthy and knowledgeable). The author suggested "when in doubt, use a male" (Freiden, 1984, p. 40 ). Freiden's endorser sex difference analysis was limited because the product used in his study was a general product that did not contain an inherent sex preference (i.e., television set). In the present study, male participants recalled more male celebrity endorsements, and female participants recalled more female celebrity endorsements. A logical explanation for this discrepancy involves the type and/or use of the product endorsed by the celebrity. The results of the present study and Freiden's study suggest that matching the function of the endorser and the product (i.e., matching a female endorser with products used primarily by females) makes the two components of advertising more congruent. This suggestion of congruence is related to Misra and Beatty's (1990) finding that both immediate and delayed recall were higher with a congruent endorser and product. This explanation warrants further investigation because increasing congruence of the product and target consumer could maximize advertisement effectiveness. Congruence could take place at multiple levels since the impact of an endorser has the potential to be multifaceted (Freiden, 1984) . A reason for the low recall rate may be due to participant interaction during the experiment. Because participants were tested in a classroom setting, might have appeared.
The present study contained a selection problem; the participants were chosen because of their convenience and not by random sample. Further, the sample was composed solely of college students. These two problems reduced the generalizability of the results.
One future direction of research in this area could include verbal versus visual cues in celebrity advertising, such as an experiment designed to compare the recall of celebrity endorsements when cued with a celebrity's name versus the celebrity's picture. It is predicted that celebrities' pictures would have a higher recall rate than their names. An additional area for study could include a test of celebrity animated spokespersons, animated company spokespersons, and celebrity spokespersons. It is predicted that consumers would have a higher recall rate for animated company spokespersons than for celebrity animated or celebrity endorsers. These results are expected because the animated company spokesperson would have limited associations (e.g., Toucan Sam and Fruit Loops); whereas, celebrity animated (e.g., Bugs Bunny) or celebrity endorsers (e.g., Michael Jordan) have multiple associations.
The findings of the present study question the effectiveness of celebrity endorsements. Why do companies invest millions of dollars in celebrity advertisements that yield such a low recall rate? Celebrity endorsers are favored by advertisers for many reasons. For example, consumers can identify with their favorite characters from television and film; a celebrity spokesperson stands out compared to an unknown spokesperson. Moreover, celebrities may improve or establish an image for a brand-name product. Whether celebrity endorsements are effective or not, advertisers use them.
